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Introduction 

At Sojern, we work closely with thousands of boutique hoteliers, 
helping to drive direct bookings and decrease reliance on third 
parties for bookings. 

We are keenly aware of just how difficult it can be for the modern 
hotelier to do it all: keep up with the latest marketing trends while 
also answering phones, covering the front desk, balancing budgets, 
and ensuring guests are satisfied. To help, we've put together a guide 
with our most popular advice on boutique hotel marketing. 

In this guide, you’ll learn: 

• Industry-leading tools and techniques for generating loyal guests 

• How to supercharge your current marketing efforts 

• Marketing strategies for increasing direct bookings 
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If the traditional travel agent is dead, it might be because they've 
been replaced by social media. As a powerful tool for travel marketers, 
and hoteliers in particular, social media rides the full path to purchase. 

According to Internet Marketing Inc, 52% of people acknowledge that their friends' 
photos inspire their travel plans— prompting people in their dreaming phase. 

When travelers plan and compare, social media again guides the conversation: 
travelers are 44% more likely to learn about a new travel brand on Twitter. When it 
comes to booking, 33% of those who use social media to research travel changed their 
original hotel selections. 1 


The Hotelier's 


No longer can independent hotels treat social media as a distraction or a side project. 
Rather, it’s time for hoteliers to embrace social media and become socially savvy. 


Guide to 
Social Media 
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Your social media 
accounts allow you 
to further embody 
your brand. 


SOJERN 5 


What Social Can Do for You 

Transform customer service. Want to hear and respond to complaints? Want to 
know what people love about your property? All of those conversations take place 
online—on people's Twitter and Facebook feeds. Reaching out and connecting with 
guests about their complaints and compliments in real-time is an effective tactic 
for managing their experiences. 

Know your competition. Just as people talk about your property on social media, 
they do the same for your competition. See what people say about others, and use 
that information to hone your own messaging. 

Provide an alternative marketing avenue. With social media, you can get more, and often 
free, advertising. #socialselling 

Express your brand. Are you a fun party property? Are you known for having a luxurious 
spa? Your social media accounts allow you to further embody your brand, and ultimately 
reach more in-market travelers. 

Getting a Grip on Your Social Handles 

Having a social presence means putting your property on one or more social networks, 
such as Linkedln, Facebook, Twitter, Instagram, Tumblr, Snapchat, and more. Trying to 
keep up with all of these networks is an impossible task and will end up monopolizing 
all of your time to little benefit. Instead, here are some quick tips to get your property’s 
social presence up and running successfully: 

Focus your efforts. 

Trying to hit every single social network is usually too time consuming to do well. 
Instead, start your efforts by focussing on two. 

Find the channel that fits. 

If you're a spa resort, chances are that Linkedln isn't the best place for you to post ads, 
given its business focus. Advertising your business center amenities on Instagram, 
again, probably isn’t the most thoughtful effort. Think about which features you want 
to highlight, and pick social networks that best speak to them. If customers love sharing 
photos of themselves sitting poolside, Instagram and Facebook are your best bet. 
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Not everything 
has to be serious 
and social networks 
are the perfect place 

to be you. 
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Use tools to smooth the process. 

For going social, consider planning out your tweet or Instagram calendar with Buffer 
or Hootsuite. This will allow you to schedule your promotions, so you won't have 
to sit behind a computer all day. These types of tools also optimize timing to tweet when 
your audience is online. 2 

Have fun! 

Not everything has to be serious and social networks are 
the perfect place to be you. For example, Hotel Indigo in 
San Antonio went viral after a guest asked for a photo of 
Nic Cage on her pillow. 2 The hotel came through and the 
customer posted all about it online, bringing lots of attention 
to the hotel and their sense of humor. 
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Channeling Your Social Presence 

Okay, you understand the importance of social and even what you can do with it. 
But, it’s overwhelming trying to dip even your toe into the social media pond. 

Not to worry, here’s a quick rundown of each channel and how you can tap into it: 


YouTube 

Creating a video to showcase your property is a great idea. 



Tip: Keep it short. Videos shouldn't be more 
than three minutes in length. 


For Example: Como Hotels has their own Youtube page with a two-minute video 
highlighting the property—and even their YouTube page is on brand : 3 



Google+ 

While it's not necessarily the most popular social media platform, setting up your 
Google+ page is good for your SEO. 



Tip: It’s best to have your Google+ headline 
stay on one line. 
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Add images—it can 
help inspire 
'wanderlust’and 
tweets with images 
get 2x more 
engagement. 



Twitter 

Updates must be fewer than 140 characters, including hashtags. Luckily, since late 2016, 
attaching images or videos do not eat up your character count. 



Tip: Add images-it can help inspire 'wanderlust' and tweets 
with images get 2x more engagement. 4 


For example: Hotel on Rivington uses hashtags and photos to promote one of their 
specials in an organic ad. By using hashtags like #yoga and #NYC, they can capture 
people searching for just those terms and draw them into their website. The image, 
especially with the view for which they are known, inspires people to book with them. 5 



Hotel on Rivington 

©HotelonRivNY 




&+ Follow 


) 


V 


Book our "In-room Yoga Package" with 

©YogaBreakNYC and get centered. #yoga 
#hoteldeals #NYC 

hotelonrivington.com/Special-Offers 



8:13 AM - 18Apr; 
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Facebook 

There's no length maximum or 
minimum length for Facebook. 
However, posts with 40 or more 
characters receive 86% more 
engagement. 6 



Tip: You can use hashtags on 
Facebook, but as with any 
hashtag, avoid special characters. 
If you’re combining multiple 
words, make sure it’s legible and 
doesn't spell out a different, 
unintended word. 



For example: 320 Guest Ranch posts 
on Facebook about a moose spotting, 
using a number of hashtags, including 
their own (#my320). While they don’t 
actually feature their property, or even 
directly mention it, they help visitors or 
potential visitors get a feel for the kind 
of experience they offer. 7 
Instagram and Pinterest are ideal for engaging with travelers at the 'dream stage’. 
Beautiful pictures of your views or spa with hashtags directing people back to your 
property can help inspire wanderlust. 


320 320 Guest Ranch 

March 29,2016 • * 

Morning Visitors, we’re so happy to have moose back! #montanamoment 
#wildlife #my320 


Skift notes, however, that Instagram might be a good channel for large chain brands, 
but without a huge social media team and budget, it might be difficult for independent 
properties to get the best bang for your buck. 8 
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Why Search 
is Key to Hotel 
Marketing 
Success 


When it's time to start planning that ultimate family getaway, a romantic 
honeymoon, or a last-minute business trip, most people start their path 
in the same place: search engines. 

With Google seeing two trillion searches a year, marketers need to be where people 
are doing their travel planning and decision making. 9 Hoteliers can’t ignore the power 
of Search, and given all the market competition, a strong Search strategy is a must. 

We’ve simplified the Search discussion to help you understand why it is key to 
hotel marketing. 
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Search Simplified 

When it comes to search, two acronyms dominate the space: 


1) Search Engine Optimization (or SEO): The content you put on your website helps 
determine your SEO ranking. 

If, for example, you use certain key phrases often and meaningfully throughout your 
website, when people search for those terms, your website will appear higher up on the 
Search Engine Results Page (SERPs). SEO drives organic, or free, traffic to your website. 

2) Search Engine Marketing (or SEM-sometimes called PPC): With SEM, companies bid 
on certain key words and then pay when someone clicks on the result, hence why it’s 
sometimes referred to as Pay-Per-Click (PPC). 

In general, SEM results appear at the top of the search results, above the organic, 
SEO-driven results. 

For example, Googling "San Francisco Hotel" produces the following results: 



San Francisco hotel 


All 


Maps News Shopping Images More 


Settings Tools 


About 2,320,000 results (0.85 seconds) 

Hotels in San Francisco - 613 Hotels from $63 per Night - trivago.com 

[Ad] www.trivago.com/Hotels/SanFrancisco ▼ 

Hotels in San Francisco - Compare Prices from 200+ Booking Sites! - trivago™ 

Deal: Up to 55% off Hotels 

Hotels in San Francisco - Save On Hotels with Expedia - expedia.com 

[Ad] www.expedia.com/Hotels/San_Francisco ▼ 

4.3 rating for expedia.com 

Save With Expedia's Price Guarantee. Save Big on San Francisco Hotels. 

Ratings: Selection 10/10 - Fees 9.5/10 - Prices 9.5/10 - Service 9.5/10 - Website 9.5/10 
Best Hotel Deals • Expedia's Price Guarantee ■ 3 Star Hotels • Book Hotel+Flight & Save 

San Francisco Hotel - The Best Hotels, Great Prices - hotels.com 

[Ad] www.hotels.com/San-Francisco/Hotels ▼ 

4.5 rating for hotels.com 

Book Your Hotel in San Francisco CA. Fast, Secure, and No Cancellation Fee! 

Save 25% or More with KAYAK® - 300 San Francisco Hotels - kayak.com 

[Adi www.kayak.com/San-Francisco/Hotels ▼ 

Compare 100s of Travel Sites for Best Rates. Search for Hotels in San Francisco. 

Truly makes sure you find the best deal - PC Magazine _ 
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Why You Need An SEM Strategy 

The old joke goes that the best place to bury a dead body is on the second page of search 
engine results, because no one looks there. Therefore, performing well on search results 
is important. Here are three reasons why you need a specific SEM strategy for your 
property: 

1. Chances are, someone else is bidding on your brand 

Third-party booking websites will bid on your property's brand and key phrases, thereby 
showing up higher in the SERPs than your listing for your property. Travelers, then, book 
through them rather than directly with you. 

If you're not bidding on your property’s brand and key phrases, traffic and bookings will 
go to other websites. 

2. SEO only does so much 

More and more, search engines push organic results down the page, giving the top space 
to paid ads. A strong SEM strategy allows your hotel to rise to the top of SERP, protect 
your brand, and drive more direct bookings to your website 

3. You can’t just "set it and forget it" 

SEM requires a thorough and thoughtful strategy. Because Google and other search 
engines refine their search results algorithms, you need to continually test and learn 
from your SEM constantly. 


If you’re not bidding on 
your property's brand 
and key phrases, traffic 
and bookings will go to 
other websites. 
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Five Tips 
for Refreshing 
Your Hotel's 
Website 


Studies show hotels that fail to spend time and money on their websites 
face a drop in bookings, and as a result, profitability . 10 But without a large 
team or budget, it's up to you as independent hoteliers to ensure your 
property’s site is fresh, up to date, and converting travelers. 

To get started, it's important to focus your efforts on a few key areas that 
will have a huge impact: 

1. Refresh Your Content 

Content is one of the most important aspects of a website. It can improve SERP 
positioning, communicate your unique brand, and educate potential guests on services 
and amenities. 

Keeping that content refreshed is important, because search engines check (or crawl) 
websites looking for fresh content. New content boosts your Search Engine Optimization 
(SEO) ranking because it shows you’re an engaged and active participant on the internet. 

2. Test Out a New CTA 

The call to action (CTA) has a high impact in driving bookings. Your CTA should complete 
the sentence: "I want to_.” 

It’s important to test out new CTAs in order to improve your conversion rates—try new 
CTAs every few months to see what works and what doesn't. For example, "I want to book 
now," "I want to escape to the beach," or "I want to find my own paradise." 

3. Rethink Your Descriptions 

Besides boosting SEO, updating your descriptions ensures you’re converting everyone 
who lands on your site. If travelers can't get the information they need when they land 
on your site, they’ll quickly abandon and look elsewhere. 


Set guest expectations at the very beginning, starting with how you describe your hotel. 
Don't over promise. Be sure to use words that accurately describe your services and 
amenities. But be careful, too many descriptives make it sound too good to be true. 
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4. Assess Your Images 

Your photographs, on the other hand, should be more than just educational, they 
should be inspirational. Show off your amazing rooms, view, or breakfast buffet. 
Because pictures are worth a thousand words, images are the place where you can 
really brag about yourself without being verbose. 

5. Simplify 

Find the line between giving too much and too little information. It is a balancing 
act necessary for a seamless purchase experience, but includes: 

Keeping your design simple—use three main colors at the most, and one font. 

Keeping your content simple—narrowing your key features to five or fewer. You can list 
more in your amenities page, if need be. 
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How to 
Super-Charge 
Your Hotel 
Marketing 
Campaigns 


Did you know that you could be wasting over a third of your marketing 
budget due to poorly targeted ads? 11 This finding from Nielsen highlights 
the perils of ineffective targeting-travel marketers miss their intended 
audience and waste precious ad spend. 

But there’s no need to panic. There is a wealth of data out there that can help you run 
highly targeted, impactful travel marketing campaigns. Prospecting and Retargeting are 
two strategies that use data to decrease ad wastage while increasing your visibility to 
in-market travelers. Both strategies allow you to reach your target audience, no matter 
where they are in the decision making process. 

Prospecting 101: Reach New Traveler 

Prospecting allows you to reach users who haven't visited your site or aren’t actively 
considering your brand. By placing ads for your brand in front of in-market consumers 
while they shop, prospecting creates brand awareness and consideration. Prospecting 
is normally used higher up in the search funnel, when people are in the planning and 
research stage. 

Example: A user searches for a hotel in New York, where your property is located. 

They use a search engine, an Online Travel Agency (or OTA) and a few competitor sites 
directly. This user is ideal for a prospecting, because they've shown interest in properties 
like yours and you know they're in-market for travel. Using their own intent signals, 
prospecting allows you to reach them with an ad for your property, keeping your property 
top of mind when they're ready to book. 


Prospecting is beneficial because it: 

1. Dramatically decreases wastage: Instead of just serving ads to anyone, prospecting 
messages travelers while they are shopping. 

2. Harnesses the Power of Alternatives: Customer loyalty is fleeting in travel. With 
prospecting, you can find people looking to travel to one destination and offer yourself 
up as another-and hopefully better-option. 
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Retargeting: Driving Revisits 

Did you know that the vast majority (98%) of visitors will not convert on their first visit? 12 
Retargeting allows you to target users who have been to your site, but haven't made a 
purchase. By placing ads in front of people who’ve visited your website, you can lead 
them back to your site when it’s time to make a booking. 

There are many benefits to retargeting, it: 

1. Is Highly Effective: Adobe found that retargeting can boost ad responses up to 400%, 
making it one of the most effective tools for advertising. 13 

2. Drives Repeat Customers: You don’t just have to retarget people who are planning 
travel, you can reach out to them while they are in-destination with offers, or see who 
your frequent bookers are in order to better tailor your messaging. 

As in all things, with great power comes great responsibility. Excessive re-messaging 
is annoying. There's a sweet spot between getting noticed and overwhelming a user. 
Ensure you limit the amount one user is targeted. 

Ultimately, you'll need a combination of strategies to be successful. For building and 
growing your customer base, prospecting is the way to go. To remain top of mind and 
to keep those users coming back, retargeting is crucial. These strategies will ensure 
a more effective spend of your marketing budget and cut down on wastage. 
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Every industry experiences new trends and fads, some of which are 
ephemeral, like parachute pants in the 80s. Other trends are more 
permanent, like personalized customer service. The hotel industry 
is no different. 

Last year we saw big mergers between hotel brands and the push for direct bookings 
as two major trends—and those don’t seem to be going out of style any time soon. 14 

From social media to personalization, here are six growing hotel trends to pay attention 
to if you want to grow your business into 2020 and beyond: 

Six Trends 

1. The Rise of Mobile Search 

According to our 2017 hotel report, mobile makes up 20-30% of hotel searches on any 
given day. Moreover, mobile queries for hotels are up as much as 23% year-over-year 
growth, depending on the hotel segment. 15 

Hoteliers Need 
to Grow Their 
Marketing 

Mobile is now key in the hotel guest’s path to purchase. Therefore, it's important to have 
an effective mobile strategy, from a mobile-friendly website, to advertising in engaging 
formats, to ensure those mobile searches turn into bookings. 

2. Social Media is the Driver of Travel Inspiration 

The increased popularity of social channels has altered travel marketing. In fact, 83% of 
travelers who are using the internet for trip inspiration turn to social media, and 52% say 
their friend's travel photos inspire their travel plans. 16 


Embrace these trends in social media to ensure you are heard above the crowd. Share 
compelling content alongside beautiful imagery on your Facebook page, and offer 
recognition to user-generated content by liking, commenting, or reposting. 


3. Online Reviews Impact Buying Decisions 

From Facebook to Trip Advisor, people seek recommendations and validation from their 
peers. Nearly 90% of consumers take online reviews into account when making buying 
decisions. 17 After all, a review can serve as a preview of what the hotel has to offer 
through the lense of a guest rather than the brand. 
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A personalized 


guest experience is 
key to generating 
loyal customers and 


So, in a world where a review can make or break a hotel, it's imperative to not only meet, 
but also exceed, guests' expectations before, during, and after their stay. Engage with 
your guests, and respond quickly to online reviews, whether they are good or bad, to 
maintain a positive reputation and drive future bookings. 

4. Personalization is Key to Guest Retention 


acquiring new ones. 





In the ultra-competitive hotel industry, a personalized guest experience is key to 
generating loyal customers and acquiring new ones. According to Skift, the number of 
travelers who are willing to provide personal details in exchange for a more customized 
hotel experience is increasing. 18 

A hospitality report by Deloitte finds that, "Social networks such as Facebook and 
Instagram may be the key to achieving true personalization." 19 Think about it: people 
are constantly revealing information about themselves on social media by liking and 
posting content. Hotels should use this information to better understand their guests' 
preferences to create authentic, personalized experiences. 

5. Guests Want Experiences Beyond the Hotel 

Not only do guests crave a personalized experience inside the hotel, they also want 
experiences outside of the hotel. According to Skift, "It's no longer enough for hospitality 
brands to just offer a place to lay your head anymore. They have to do that-and much 
more—if they want a customer's business today, and years from now." 20 As a hotelier, 
you need to take a holistic approach to the overall guest experience, including how they 
spend their time outside of your hotel. 

A good start is to provide an in-room destination guide, and incorporate an on-site 
concierge service that can offer suggestions of what to do and where to go. 

6. Technology is a Top Priority 

Many of today's guests are tech-savvy travelers, so hotels need to ensure they adapt to 
this trend as well. 54% of hotels will spend more money on technology this year, focusing 
on payment security, room technology, and mobile engagement. 21 

A simple way to incorporate technology is by using text messages to reach guests in 
real-time to handle their requests, inform them of daily specials, and ensure they are 
enjoying their experience. 
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Conclusion 


Despite the growth in channels and spend, boutique hoteliers needn't 
feel like they can’t keep up with the big brands and their big budgets. 
Instead, success in boutique hotel marketing comes down to instituting 
a select number of high impact, low effort strategies, like engaging on 
social media and tweaking your website, and also working with partners, 
like Sojern. 

We understand the challenges of having a small team and an even smaller 
marketing budget. We offer boutique hoteliers a pay-for-performance model 
for our digital marketing services. We create custom, free ads for your 
individual property, and using our 350 million traveler profiles, place 
those ads in front of travelers looking to book a hotel in your destination. 
The traveler goes directly to your website and books directly with you. 

You only pay a commission after the guest has completed their stay with 
you, driving more direct bookings for you. 

In order to compete with the big brand, boutique hoteliers need to think 
strategically about how their marketing time and resources are spent. 
Developing a killer marketing strategy now will allow you to grow your 
brand and cultivate loyal guests into 2020 and beyond. 


SOJERN'S GUIDE TO BOUTIQUE HOTEL MARKETING 


Drive Bookings with Sojern 

Sojern's RevDirect™ helps independent hoteliers generate revenue growth by driving direct bookings to your website and you only pay 
commission on direct bookings after the traveler has completed their stay. 





xx 


We Do the Work for You Raise Brand Awareness Real-Time 


Direct Bookings 


Visibility & Control 


Sojern promotes your 
property to travelers 
planning to visit your 
market, without charging 
anything until a booking on 
your website results in 
a completed stay. There's no 
catch, and you can cancel 
at any time. 


Market your hotel 
website with a highly 
targeted digital, display 
advertising campaign that 
is complementary to your 
current marketing efforts 
because it's always on, 
building brand awareness 
for your hotel. 


Put your property's website 
in front of travelers that 
have already shown intent 
to come to your destination 
or hotel, increasing 
likelihood they will 
book now. 


Allows you to take control 
of the customer experience 
from beginning to end. 


Easy access to your 
Sojern account online 
to view performance 
results, reconcile bookings, 
and manage your account. 
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O SOJERN 


Specializing in traveler path-to-purchase data for over a decade, Sojern is 
travel's direct demand engine for thousands of brands - from global enterprises 
to boutique operators-across the hotel, airline, cruise, transportation, tourism 
industries and more. Analyzing the world's travel intent signals with its 
proprietary data science methods, the company delivered $7B in direct bookings 
for its clients to date by activating multi-channel branding and performance 
solutions on the Sojern Traveler Platform. 

Recognized on the Top Company Cultures list by Entrepreneur Magazine, 

Sojern is headquartered in San Francisco, with teams based in Dubai, Dublin, 
Hong Kong, London, Mexico City, New York, Omaha, Paris, Singapore, and Sydney. 


www.sojern.com 



